














all	 of	 our	 shared,	 ultimate	 objective	 in	 considering	 the	
epistemology	 of	 innovation,	 to	 gain	 insight	 into	 “how	
breakthrough	 innovators	come	to	know	what	 to	do	 today	–	
in	 order	 to	 succeed	 commercially	 in	 the	 future.”	 	 In	 the	
present	 essay,	 our	 focus	will	 be	 on	what	 it	means	 that	 the	
best	breakthrough	innovators	“know	what	to	do	today”.	
By	grasping	what	 it	means	 to	 ‘know	a	 fact’,	we	can	gain	
clarity	about	what	constitutes	a	good,	innovative	idea	for	us	
to	pursue.		We	also	can	gain	insight	into	the	limitations	–	or,	
stated	more	 positively,	 the	 range	 of	 applicability	 –	 of	 such	
knowledge.	
Although	 notable	 and	 important	 exceptions	 exist,	
epistemologists	dating	back	to	Plato	have	come	to	consensus	
regarding	 a	 first	 order,	 simple	 Standard,	 or	 Traditional,	
Analysis	 of	Knowledge	 –	 that	 is,	 what	 is	 necessary	 to	 say	
that	someone	knows	a	fact	or	proposition.i		Three	conditions	







say,	 “I	 believe	 it,	 it’s	 true	 and	 I’m	 justified	 in	 believing	 it.”		





placing	 small	 gifts	 in	 each	other’s	 stockings	hung	along	 the	
corridor	into	our	wing.		A	few	years	ago,	I	received	a	gift	that	
looked	like	the	item	in	the	photo	at	the	top	of	this	essay.		Its	
shape,	 colors,	 size,	 texture,	 etc.	 and	 that	 it	 appeared	 in	 a	









feminine	 hygiene	 pad	 could	 be	 understood	 as	 an	
extrapolation	 of	 a	 diaper.	 	 In	 many	 respects,	 Tom’s	
colleagues	 were	 justified	 in	 their	 belief,	 as	 both	 feminine	
hygiene	 pads	 and	 diapers	 were	 employed	 to	 catch	 fluid.		
More	 importantly,	 products	 based	 on	 that	 line	 of	 thinking	
sold	well	 in	 the	marketplace.	 	 Tom,	 however,	believed	 that	
the	diaper	paradigm	could	be	improved	upon.		After	studying	
the	problem	in	detail,	Tom	began	to	believe	that	the	proper	
paradigm	 for	 a	 feminine	 hygiene	 product	 was	 that	 of	 a	












contributed	 significantly	 to	 the	 justification	 of	 their	belief.		
Ultimately,	 Tom	was	 able	 to	 successfully	 convince	 them	 to	
change	paradigms	–	not	an	easy	task.		P&G	was	rewarded	in	
the	marketplace	for	making	this	move	that	led	to	the	‘billion‐
dollar	 brand’,	 Always®	 Ultra.	 	 Such	 success	 in	 the	
marketplace	 is	perhaps	 the	strongest	 justification	available	
to	breakthrough	innovators	in	industry	that	a	belief	is	true	–	




While	 chapters	 and	 entire	 books	 have	 been	 written	 on	
the	Standard,	or	Traditional,	Analysis	of	Knowledge,	I	believe	
that	 it	 is	 important	 for	 me	 to	 highlight	 a	 handful	 of	





1. We	 often	 are	 justified	 in	 our	 belief	 (i.e.	 ‘know	 a	 fact’)	
only	 over	 a	 specified	 range	 of	 conditions.	 	 I	 know	 that	
Newtonian,	 non‐linear,	 and	 quantum	 mechanics	 each	
hold	on	a	certain	scale,	under	certain	assumptions.	
2. “Justification	 is	 something	 that	 comes	 in	 degrees	 –	 you	
can	 have	 more	 or	 less	 of	 it.”	 	 Thus,	 our	 confidence	 in	
what	we	truly	know	can	vary.	(Feldmani	p.	21)	
3. We	 must	 not	 confuse	 being	 justified	 in	 our	 belief	 and	
being	able	 to	explain	our	 justification.	 	While	making	 it	
difficult	to	convince	others,	there	will	be	times	at	which,	
perhaps	 based	 on	 experience	 that	 we	 are	 not	 able	 to	
articulate,	we	are	justified	in	our	belief.	(Feldmani	p.	22)	
4. “Many	 beliefs	 are	 credible	 because	 they	 derive	 from	 a	
reliable	source	…	the	testimony	of	a	reliable	witness	…	or	
direct	personal	observation.”	(Williamsi	p.	25)	
5. We	 have	 epistemic	 responsibility	 to	 behave	
appropriately	 when	 it	 comes	 to	 knowing	 something.		






7. Finally,	 in	 a	 way	 following	 several	 of	 the	 preceding	
considerations,	 there	 is,	 not	 surprisingly,	 a	 difference	














intriguing	 way.	 	 With	 less	 than	 a	 minute	 to	 spare,	 in	
desperation,	I	grabbed	the	hook	of	the	cane	and	its	stem	and	
gave	it	all	I	had,	upon	which	I	broke	off	a	much	larger	piece	
than	 I	 had	 hoped	 for.	 	 Throwing	 into	 my	 mouth	 with	 the	
expectation	that	I	wouldn’t	finish	it,	but	still	enjoy	it	–	if	only	
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to  executives, managers,  and  technologists  responsible  for  innovation  in  industry.    Its  purpose  is  to  challenge  readers  to  reflect 
broadly and deeply on  the practice of  innovation –  in particular on how  innovators come  to know what  to do today –  in order  to 
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